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ABSTRACT
Nowadays, many companies choose to use celebrities as 
endorsers for their advertising campaigns. Different types
of celebrities are used as endorsers, but the two most
common types are athletes and entertainers. The purpose of 
this thesis is to gain better understanding of how 
celebrities, especially profession golfers, are used as
endorsers in advertising.
This thesis investigates the impacts of celebrity
endorsers on customers' attitude toward the advertisement
and brand. As part of the thesis development, .a survey was 
conducted comparing some well-known, professional golfers 
such as Tiger Woods (Nike Golf Brand), Ernie Els (Titleist 
Brand), and Vijay Singh (Cleveland Golf - Brand) . Overall, 
200 respondents agreed that advertising by golfer 
celebrities impacted their attitude toward advertisement 
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Advertisers often select celebrity endorsers as a 
promotional strategy to communicate the attributes of 
their product or brand. Throughout the 20th century, 
celebrity endorsers have been a popular and successful way 
of promoting communication in advertising (Bradley 2001). 
Given the immense public interest in sport, it is not 
surprising to find athletes often used in advertising. 
Today, billions of dollars are spent per year on athlete 
celebrity endorsement contracts. Golf celebrities such as 
Tiger Woods, Ernie Els, and Vijay Singh play an important
role as endorsers for the advertising of Golf Company and
golf equipment.
The objective of this research is to investigate how
these celebrity endorsers can influence the customer's 
attitude toward the advertisement and the brand. Theory 
and practice prove that the use of celebrity endorsers in 
advertising generates a lot of publicity and attention 
from the public. Two underlying questions are; how athlete 
celebrity endorsers influence consumers' overall attitude 
toward the product or brand; and how athlete celebrity
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endorsers create and add value to the advertising, the
brand and purchasing intension.
As a first step to answer these questions, this
research will examine the relationship between celebrity 
endorsements and advertising, by applying a selection of 
widely accepted principles of how consumers' brand 
attitudes and preferences can be positively influenced. 
Thereby the concepts of source credibility model, source 
attractiveness model, and the match-up hypothesis model, 
will be used. The following will give a brief background 
into the topic of celebrity endorsement and provide a
common framework for the later discussion of the above
listed concepts. The contents of Chapter One present an 
overview of the project. The contexts of the problem are 
discussed followed by the stated purpose of the project, 
its significance, and underlying assumptions. Next, the 
limitations and delimitations that apply to the project 
are reviewed. Finally, definitions of terms are presented.
Research Questions
1. Does the identification of golfer celebrity
endorsers produce more positive attitudes toward
the advertisement?
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2. Does the recognition of golfer celebrity
endorsers produce more positive attitude toward
the brand and purchasing intension?
Golf History and Background
Year 1457: This was the first .year that signs of the 
"golf bug" appeared among the population in parts of 
Scotland. Called "golf", it is referred to in Acts of
Parliament under the Scottish King, James II.
Year 1500-1700: King James IV succumbs to temptation 
and purchases clubs and balls from a maker in Perth,
Scotland.
First international golf match was played by two
Scotsmen, the Duke of York and a shoemaker named John
Patterson, and two unknown English noblemen. The Scotsman
won.
Year 1701-1950: The St. Andrews Club is formed by 22 
noblemen and other keen golfers from Fife. They hold an 
open competition, the first prize for which is a silver
cup.
• The first mention of a ladies golfing society is
recorded. It is called the Fish Wives of
Muss1eburgh.
• The Ladies' Golf Union is formed.
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• Hershey Chocolate Company, in sponsoring the 
Hershey Open, becomes the first corporate title 
sponsor of a professional tournament.
• Golf is televised for the first time, in a local
St. Louis telecast of the U.S. Open. Golf World 
magazine is founded.
Year 1951 - Golf Digest is founded, with Bill Davis
as editor.
Year 1953 - Ben Hogan wins the first three legs of 
the modern "Grand Slam" (The Masters, U.S. Open, and 
British Open), but fails to win the final leg, the PGA
Championship.
Year 1954 - The U.S. Open is nationally televised for
the first time.
Year 1990 - On the equipment front, Callaway launches 
the Big Bertha driver.
Year 1996 - Tiger Woods, three times US Junior 
Champion and three times US Amateur Champion, signs the 
biggest deal ever for a rookie pro, worth $40 million,
with Nike.
Year 1997 - Tiger Woods wins his first Major 
Championship as a professional, the US Masters. He's the 
youngest to do so at 21 years of age and he did it with 
the lowest aggregate score ever, 270, and 18 under par.
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Year 2000 - Tiger Woods wins the US Open at Pebble
Beach and the Open Championship at St. Andrews to become 
just the fifth player in history (and the youngest player) 
to have won all four Major championships during his
career.
Year 2001 - Tiger Woods won the 65th Masters
Tournament at the Augusta National Golf Course in Georgia, 
becoming the only golfer in history to hold the four major 
professional championship titles at the same time.
Year 2002 - Tiger Woods won five times on the PGA
TOUR again and seven times worldwide, and was the PGA 
Tour's leading money winner for the fourth consecutive 
year with $6,912,625 or $8,417,188 worldwide (http://www. 
tigerwoods.com).
Year 2003 - Tiger Woods was selected as the Player of 
the Year by the PGA TOUR (Jack Nicklaus Award), the PGA of 
America, and the Golf Writers Association of America.
Year 2004 - Vijay Singh finished 1st on the PGA TOUR 
9 times in 2004 and ranks 1st in Money Leaders ($11
million) on the PGA TOUR. Ernie Els has finished 1st on
the PGA TOUR 3 times and he ranks 2nd in Money Leaders 
($5.7 million) on the PGA TOUR. Tiger Woods ranks 4th in 
Money Leaders ($5.4 million) on the PGA TOUR
(http://www.pgatour.com).
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Tiger Woods, Ernie Els, Vijay Singh -- these names 
are well known as profession golfers who have become 
symbols of the role of celebrity endorsers in today of 
golf's advertising. However, the history of using
celebrities as endorsers goes way back in time. By most 
accounts, British actress, Lillie Langtry, became the 
world's first celebrity endorser in 1893 when her likeness 
appeared on the package of Pears soaps (Morin, 2002). 
Nowadays, the value of celebrity endorsements has been 
recognized world wide; the use of celebrity endorsers is 
not limited to any one industry.
tDifferent types of celebrities are used as endorsers 
in marketing campaigns. The majority of celebrities used 
are either athletes or entertainers. As an example, golf 
celebrity endorsers such as Tiger Woods was ranked as
number 3 in the 2003 Forbes Celebrity Power 100 list. The
list was based on earnings, prominence on the Web,
magazine covers, radio, television, and newspaper
clippings (Forbes, 2002) . Moreover, Tiger Woods is now the 
sporting world's most appealing product endorser. His 
three major golf championship in 2001 earned him $9 
million in price money on the PGA tour. Compared his PGA 
winnings to the deal he signed with Nike. The five years
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contract is partially tied to Nike's Golf division revenue
and could earn him more than $100 million (Forbes, 2002) .
Methodology
To investigate our topic and answer our two primary 
questions, both primary and secondary research will be 
utilized. Primary research through survey determines if 
the average consumer is aware of the celebrity's 
advertisement that exists and if the celebrity 
advertisement impacts on their purchasing behavior. The 
questionnaire asked 200 participants, who play golf,
questions regarding their attitudes toward celebrity 
advertisement and their perception on purchasing golf
related products.
Secondary research compiled of a variety of data 
collected from text books, published journals and
articles. The objective of the secondary research was to 
identify the way in which celebrity endorsement is used in 
advertising and the theories which,support celebrity
endorsements.
Definitions
Advertising: An attempting to influence the buying 
behavior of your customers or clients by providing a
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persuasive selling message about your products and/or
services.
Attitude: Attitude represents covert feelings of 
favorability or unfavorability toward an object, person, 
issue, or behavior. Formally, attitude is defined as "a 
learned predisposition to response in a consistently 
favorable or unfavorable manner with respect to a given 
object" (Fishbein & Ajzen, 1975). Consumers learn these 
attitudes over time by being exposed to the object 
directly (experience) or through receiving information 
about the object (e.g., advertising). Learned attitudes 
serve as general guides to our overt behavior with respect 
to the attitude object, giving rise to a consistently
favorable or unfavorable pattern of response.
Celebrity Endorsement: An individual who is known to 
the public (actor, sports figure, entertainer, etc.) for
his or her achievements in areas other than that of the
product class endorsed (Friedman & Friedman, 1979) . 
Marketers and advertisers expect celebrity endorsement in 
advertisement will increase the impact of advertisement by 
appealing to companies' target consumers group or the life 
experiences of endorsers fit the advertising message 
(Mathur, Mathur, & Rangan, 1997).
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Intention: Likelihood of doing something, like buying 
a brand. Thus, an intention is a type of judgment about 
how, in the present context, an individual will behave 
toward a particular brand (Harrison, 1986) .
Outline of the Research
This research is presented in five chapters. By now,
the content of the first chapter is already familiar to 
the reader. Chapter Two provides the reader with the 
literature review of previous research within the area of 
celebrity endorsement. Chapter Three describes and 
motivates the research methodology used in this research. 
In Chapter Four, it presents the.data collected and the 
analysis. Finally, in Chapter Five, conclusions derived
from the analysis and implications of the research are 
presented.
Hypothesis
Some of these hypotheses posit relationships well
known in the literature. The celebrity obtains some kind
of a cultural meaning that is then transferred to the 
brand or product through association. Presumably, this 
enhances consumers' evaluations of the advertisement, as
well as the advertised brand. In order for an
advertisement or brand to benefit from the celebrity
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endorsement, the target audience should be able to first 
recognize the spokesperson in the advertisement as a
celebrity.
The objective of this study is to test whether 
celebrity identification has an impact on advertising
effectiveness. Therefore, three of common measures of
advertising are used: attitude toward the ad, attitude 
toward the brand, and attitude toward purchasing 
intention. Accordingly, these attitudes are used as the 
dependent variables for the purpose of this study and the 
following hypotheses are proposed:
• Hl: An advertisement that identifies golfer
celebrity endorsement will produce more positive
attitudes toward the advertisement than an
advertisement that does not identify sport
celebrity endorsement.
• H2: An advertisement that identifies golfer 
celebrity endorsement will produce more positive
attitudes toward the brand and encourage greater
purchasing intention than an identical




REVIEW OF THE LITERATURE
Introduction
In this section, overall theories that lie as a
foundation for this research are presented. These theories 
help the reader to get the better understanding of 
celebrity endorsement and show how celebrity endorsement 
is a part of advertising and marketing.
Much of the depth of research within the celebrity 
endorsement literature has focused on consumer response to
the endorsed promotion. With the worth of endorsements 
firmly established, focus now is on the development of 
models to select appropriate celebrity endorsers. This 
field is still evolving and has developed into six streams 
of research: (1) pros and cons of celebrity endorsement 
strategy (2) the source credibility model, and, (3) the 
source attractiveness model, (4) the meaning transfer
model, (5) the elaboration likelihood model, (6) attitude
toward the advertisement, brand, and purchasing intention.
Pros and Cons of Celebrity Endorsement Strategy 
Erdogan (1999) states that academic findings and
company reports safely argue that celebrity endorsers are 
more effective than non-celebrity endorsers when it comes
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to generating all desirable outcomes (attitude towards 
advertising and endorsed brand, intensions to purchase and 
actual sales) when company utilize celebrities whose 
personality match with the products and the target 
audiences and who have not endorsed previously (Christian,
2004) .
Even if there are significant potential benefits with 
using celebrity endorsers, one should know that there are
also costs and risks. Further Erdogan (1999) views a table 
with potential advantages vis-a-vis hazards on why it 
might be beneficial to use celebrity endorsement (see
Table 1).
12
Table 1. Pros and Cons of Celebrity Endorsement Strategy
Potential Advantages Potential Hazards Preventive Tactics
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because they are 
"hot" in all market 
audiences
Source: Erdogan. 1999. p. 295.
Erdogan states that the increasing competition and 
increasing numbers of new products have compelled 
companies and marketers to use attention-creating media 
stars to assist marketing. With recent technology such as 
remote control television, video control system, internet,
and satellite television, the consumer power over
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programmed advertisements has increased and made
advertising more challenging. These threats of increased 
numbers of products, competition and technology 
development can be eased with the use of celebrity 
endorsement. Celebrities can help, create and maintain 
consumer attention to advertisements. Further Erdogan 
(1999) claims that celebrities help advertisement to stand
out from surrounding clutter. Celebrities also improve
communicative ability by cutting through excessive noise 
in the communication process. Some of the most difficult 
problems with global marketing are to enter foreign
countries due to cultural "roadblocks" such as time,
space, language, relationship, power risk, masculinity, 
femininity (ibid). Celebrities are, according to Erdogan 
(1999) a powerful device when you want to enter foreign 
markets but there are also potential hazards with using 
celebrities in your market campaign. The benefits can be
turned into problems if a celebrity suddenly changes his
or her image, drops in popularity, gets into a situation
of moral turpitude or loses credibility due to over
endorsing (Christian, 2004).
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The Source Credibility Model 
Credibility is the measure to which the receiver sees
the sources as having relevant knowledge, skill, or 
experience and trusts the source to give unbiased,
objective information. There are two important dimensions
to credibility, expertise, and trustworthiness. A source 
seen as knowledgeable and as expert is more persuasive 
than one with less expertise, but the source also has to 
be trustworthy, which includes honesty and credibility
(Kelman, 1961).
The most reliable effects found in communication
research is that expert and trustworthy sources are more
persuasive than sources who are seen as having less 
expertise and trustworthiness (McGuire, 1969). Information 
from a credible source influences beliefs, opinions, 
attitudes, and behavior through a process know as
internalization, which occurs when the receiver adopts the 
opinion of a credible source since he or she believes
information from this source is accurate. Once the
receiver internalizes an opinion or attitude, it becomes
integrated into his or her belief system and may be
maintained even after the source of the message is
forgotten. A highly credible source is particularly 
important when the message recipient have a negative
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position toward the product, service, brand or issues 
being promoted (Kelman, 1961). This is true because the 
credible source is likely to inhibit counterarguments and 
reduced counter arguing should result in greater message 
acceptance and persuasion (Johansson, 2002).
Expertise: is defined as the perceived level of
knowledge, experience or skills possessed by a celebrity 
endorser (Erdogan, Baker, & Tagg, 2001). Because opinion 
and attitudes developed through an internalization process 
become part of the individual's belief system, marketers 
want to use sources with high credibility. Endorsers are 
often chosen because of their knowledge, experience, and 
expertise in a particular area. The importance of using 
expert sources was shown in a study by Ohanian (1991) 
which also suggests that celebrity endorsers are most 
effective when they are knowledgeable, experienced, and 
qualified to talk about the product they are endorsing.
Trustworthiness: expertise is important but the 
target audience must also find the source believable. It 
can be difficult to find celebrities or other people with 
a trustworthy image. This is true because many trustworthy 
people hesitate to endorse products because of potential 
impact on their reputation and image. The way to enhance 
source credibility is to use the company president or
16
chief executive officer as endorser in the firm's
advertising. Research suggests that the use of corporate
leaders is the ultimate expression of the company's 
commitment to quality and customer service. In some cases,
these advertisements have not only increased sales, but
also helped turn the corporate leaders into celebrities
(Johansson, 2002).
However, there are some limitations of credible
sources. A high-credibility source is not always an asset, 
nor is a low-credibility source always a liability. High- 
and low credibility sources are equally effective when 
they are arguing for a position opposing their own best 
interest. A credible source is more effective when message
recipients are not in favor of the position and advocated 
in the message (Eagly & Chaiken, 1975). Anyhow, a very 
credible source may even be less effective than a 
moderately credible source when the receiver's initial
attitude is favorable.
The Source Attractiveness Model
According to Kelman (1961), it includes similarity, 
familiarity, and likeability. Similarity is a supposed
resemblance between the source and the receiver of the
message, while familiarity refers to knowledge of the
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source through exposure. Likeability is affection for the 
source as a result of physical appearance, behavior or 
other personal traits (Erdogan, Baker, & Tagg 2001).
Source attractiveness leads to persuasion through a 
process of identification, whereby the receiver is 
motivated to seek some type of relationship with the 
source and thus adopts similar beliefs, attitudes, 
preferences, or behavior. If the receiver maintains this 
position depends on the source's continued support for the 
position as well as the receiver's continued 
identification with the source. If the source changes
position, the receiver may also change. Unlike
internalization, identification dose not usually integrate
information from an attractive source into the receiver's
belief system. The receiver may maintain his or her
position or behavior only as long as it is supported by
the source or the source remains attractive (Kelman,
1961) .
According to Belch & Belch (2001), marketers 
recognize that receivers of persuasive communication, such 
as advertising, are more likely to attend and identify 
with people that find likeable or similar to themselves. 
Likeability and similarity are the two source
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characteristics marketers seek when choosing an endorser
for their advertising.
Similarity: people are more likely to be influenced 
by a message coming from someone with whom they feel a 
sense of similarity. If the endorser and receiver have 
similar needs, goals, interests, and lifestyles, the 
position advocated by the source is better understood and
received (Kelman, 1961). Similarity is used in various 
ways in marketing communication. In professional selling, 
companies select salesperson whose characteristics match 
well with their customers. For example, sales position for 
a particular region may be staffed by someone with local 
knowledge who has similar background and interests in 
common with the customers (Woodside & Davenport, 1974).
Likeability: The values of using'endorsers who are
admired have been recognized by advertisers. Athletes, 
movie stars, and other popular public figures are used for 
this purpose. Companies use celebrity endorsers because 
they are considered to have stopping power, which means 
that a celebrity can be very useful too to draw attention 
to advertising messages in much cluttered media
environment. A popular celebrity will favorable influence 
customers' feelings, attitudes, and purchase behavior.
Advertisers believe that celebrities can enhance the
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target audience's perceptions of the product in terms of 
image and performance (Johansson, 2002). For example, a 
well-known athlete may convince potential buyers that the
product will enhance their own performance.
The Meaning Transfer Model 
McCracken (1989) explains the effectiveness of
celebrity spokespersons by assessing the meaning consumers 
associate with the endorser and eventually transfer to the 
brand. This perspective is shared by Kambitsis (2002), who 
found the athletes' personality as being an important 
factor in influencing specific target groups, to whom such 
personalities are easily recognized and much admired. 
McCracken suggests a meaning transfer model; this is 
composed of three subsequent stages. First, the meaning 
associated with the famous person shifts from the endorser 
to the product or brand.
Therefore, meanings attributed to the celebrity
become associated with the brand in the consumer's mind.
Finally, in the consumption process, the brand's meaning 
is acquired by the customer. The third stage of the model 
clearly shows the importance of the consumer's role in the




Figure 1. The Meaning Transfer Model
McCracken's model is based on the concept of
meanings. Celebrity contains a broad rang of meanings, 
involving demographic categories (e.g. age, gender, 
status), personality and lifestyle types. Tiger Woods, for 
example, is perceived as a strong and competent, and is 
associated with sport, especially for golf. McCracken 
(1989) emphasizes that a famous person represents not one 
single meaning, but expresses a number and variety of 
different meanings. According to Martin (1996), a 
celebrity spokesperson is helpful in marketing because he 
or she provides a set of characteristics that support 
consumers in evaluating the presented brand. In contrast
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to unknown endorsers, celebrities add value to the image
transfer process by offering meanings of extra' depth and
power, what is complemented by their lifestyles and 
personalities (McCracken, 1989).
The Elaboration Likelihood Model
Differences in the ways consumers' process and
respond to persuasive messages are addressed in the 
Elaboration Likelihood Model (ELM) of persuasion. It was 
developed to explain the process by which persuasive 
communications, such as advertising lead to persuasion by 
influencing attitudes. According to this model, the 
attitude formation or change process depends on the amount 
and nature of elaboration, or processing, of relevant 
information that occur in response to a persuasive 
message. High elaboration means that the receiver engages 
in careful consideration, thinking, and evaluation of the 
information or argument contained in the message. Low 
elaboration occurs when the receiver does not engage in 
active information processing or thinking but rather makes 
inferences about the position being advocated in the 
message on the basis of simple positive or negative cues 
(Petty, Cacioppo, & Schumann, 1983) .
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The ELM shows that elaboration likelihood is a
function of two elements, motivation and ability to 
process the message. Motivation to process the message 
depends in such factors as involvement, personal
relevance, and individual's needs and arousal levels.
Ability depends on the individual's knowledge,
intellectual capacity, and opportunity to process the







































Central Route Peripheral Route
Source: Petty & Cacioppo. 1983.
Figure 2. The Elaboration Likelihood Model
Central route: the receiver is viewed as a very-
active. This route involve participant in the
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communication process whose ability and motivation to 
attend, comprehend, and evaluate messages are high. When 
central processing of an advertising message occurs, the 
consumer pays close attention to message content and looks 
deeply into the message arguments. A high level of 
cognitive response activity or processing occurs and the 
advertisement's ability to persuade the receiver depends 
primarily on the receiver's evaluation of quality of the 
arguments presented (Johansson, 2002).
Peripheral route: the receiver is viewed as lacking 
the motivation or ability to process information and is 
not likely to engage in detailed cognitive processing. 
Rather than evaluating the information presented in the 
message, the receiver relies on peripheral cues that may 
be incidental to the main arguments. The receiver's
reaction to the message depends on how he or she evaluates 
these peripheral cues. The consumer may use several types 
of peripheral cues or cognitive shortcuts rather than 
carefully evaluating the message arguments presented in an
advertisement. Favorable attitudes may be formed if the 
consumer likes certain aspects of the advertisement such 
as the way it is made, the music or the imaginary. However 
these favorable attitudes resulting from peripheral 
processing are only temporary. So there favorable
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attitudes must be maintained by continual exposure to the 
peripheral cues, such as through repetitive advertising
(Johansson, 2002).
According to Petty, Cacioppo, & Schumann (1983), the 
ELM has important implications for marketing 
communications, particularly with respect to involvement. 
For example, if the involvement level of consumers in the 
target audience is high, an advertisement or sales 
presentation should contain strong arguments that are
difficult for the message recipient to counter argue. If
the involvement level of the target audience is low, 
peripheral cues may be more important than detailed
message argument.
The test of the ELM showed that the effectiveness of
a celebrity endorser in an advertisement depends on the
receiver's involvement level. When involvement is low, a
celebrity endorser has a significant effect on attitude.
When the receiver's involvement is high, however the use 
of a celebrity has no effect on brand attitudes; the
quality of the arguments used in the advertisement was 
more important. The explanation given for these findings 
was that a celebrity might serve as a peripheral cue in 
the low-involvement situation, allowing the receiver to
develop favorable attitudes based on feelings towards the
26
source rather than engaging in extensive processing of the 
message. A highly involved consumer, however, engages in 
more detailed central processing of the message content.
In this case, the quality of the message claims becomes
more important that the identity of the endorser (Lord,
Lee, & Sauer, 1995).
Attitude toward the Advertisement, Brand, 
and Purchase Intension
Marketing communication may affect individuals to 
respond positively or negatively toward a product or
brand. Such elements as the execution of the
advertisement, the mood created by the advertisement, the 
degree to which the viewer is aroused, and even the
context within which the advertisement is received (e.g.. 
television program or magazine) may affect their feelings 
about the advertisement, and in turn their feelings about 
the product or brand (Stern & Zaichkowsky, 1991).
There is clear evidence that the emotions that
advertising arouse do carry over to products and brands,
and studies have often shown that attitude toward the
advertisement is a strong mediator of advertising
effectiveness (Mitchell & Olson, 1981; Batra & Ray, 1986; 
MacKenzie, Lutz, & Belch, 1986) . The majority of these 
studies have focused on the study of attitude toward the
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advertisement as a causal mediating variable in the 
process through which advertising influences brand 
attitudes and purchase intentions. Furthermore, these 
studies have often shown a strong positive relationship
between attitude toward the advertisement and brand
attitude, which in turn is positively related to purchase
intention. These relationships are depicted in Figure 3. 
Brown & Stayman (1992) also report that their meta­
analysis identified a direct relationship between attitude 
toward the advertisement and brand attitude. Although
their results are much weaker than those found in almost
all other investigations, their findings nevertheless
support the results of antecedent studies.
Source: Mitchell & Olson. 1981.
Figure 3. Attitude toward the Advertisement, Brand 
Attitude, and Purchase Intention
While there are conflicting results reported by a
number of studies, the influence of likeability on
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advertising effectiveness cannot be discounted. Franzen 
(1997) put it this way, "likeability is not a guarantee 
for persuasion, nor is it absolutely necessary or 
sufficient to achieve it, but likeability certainly can 
reinforce the effect of advertising". Reiterating the 
point, Brown & Stayman (1992) found that attitude toward
the ad has a distinctive influence on brand cognition and 
brand attitude. Since likeability is a component often
used to measure attitude toward the advertisement (Brown &
Stayman, 1992), it is suggested that likeability
influences advertising effectiveness.
Campbell & Keller (2003) also state that the effect
of attitude toward the advertisement on attitude toward
the brand should be moderated by brand familiarity, with 
the impact being greater for unfamiliar brands. In 
addition to studying the effects of awareness on attitude 
toward the advertisement, the brand and purchase 
intentions, it is necessary to see if product use in
advertisements affects these constructs, as well as if
product use is at all moderated by the level of
familiarity that an individual possesses. Product use in
advertisements serves as a substitute for direct
experience with the product. However, prior familiarity 
may also have provided them with product experience.
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Therefore, it is logical that familiarity should interact 
with product usage in advertisements to affect attitudes
toward the advertisement and the brand. Without a doubt,
advertising is partisan. As a result, consumers may be
unconvinced of claims made in the advertisement. It may be
the case that direct experience with the product provides
greater information than the amount that can be gleaned
from a television commercial (Hoch, 2 0 02) . However, when 
commercials use the product that is being advertised, it 
may be that viewers perceive this information as 
supplementing whatever knowledge they already have about
the product. After accounting for familiarity with the 
category, brand, product and advertisement, it needs to 
see if using the product in the advertisement






For this chapter, I discuss and validate the research
methodology choices undertaken for my study. The purpose 
of this study is to examine effects of professional golfer 
endorsers on consumers' perception of advertisement. 
Therefore, a questionnaire was developed to determine the 
effect of using golfer celebrity endorsers on the
advertisement.
Population and Sample
The participants of this study were recruited from
anyone who is now playing golf. Narrowly, the
questionnaire will be conducted with 100 participants 
golfing around San Bernardino areas such as Inland Golf 
Shop and Driving Range, Shandin Hills Golf Club, El Rancho 
Verde Country Club, San Bernardino Golf Course, and River 
Side Golf Club and 100 participants will be conducted from 
Thai people who are golfing in Bangkok areas, Thailand.
This questionnaire received approval from the
Institutional Review Board for the Protection of Human
Subjects of Research at California State University, San
Bernardino. The participants in San Bernardino areas
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directly received the questionnaire in face-to-face 
interviews allowing response permitting the use of one 
location, and offering personal trust (Bradburn & Sudman, 
1982). However, the participants in Thailand were randomly 
selected and received the questionnaires by email because 
it was the fastest medium, has the capacity for rapid 
feedback and can quickly reach a large, geographically 
dispersed audience (Steinfield & Fulk, 1987) .
Instruments
This study examined and measured golfer celebrities 
that impact on customer's attitude toward the advertising 
and brand. Questions were conducted by using the standard 
Likert scale, a widely used rating scale that requires the 
respondents to indicate a degree of agreement or
disagreement with each of a series of statements about the 
stimulus objects. Typically, each scale item has five 
response categories, ranging from the least positive to 
the most positive. Each statement was assigned a numerical 
score, ranging 1 to 5.
The questionnaire was divided into four sections. In 
section I, respondents were asked about their attitude 
toward golfer celebrity endorsements that effected their 
purchase intentions, brand choice, and equipment quality.
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Also investigated was how golfer celebrity endorsements 
could motivate them to start playing golf, watch golf 
channel, read golf magazine, and discuss about golf. As 
before, answers to questions were measured by using a five 
point Likert scale ranging from strongly disagree (1) to 
strongly disagree (5). Likert items were taken and adapted 
from the study of attitude on sport and recreation by
Catherine (1998).
In Section II respondents were asked about their 
participation with golf. The questions included how long 
they have been playing golf, their golf performance level, 
the factors that lead them to play golf, golf equipments 
and brand, how often they practice and play golf per 
month, and how much they spend on purchasing golf 
equipment last year.
Section III was divided into two (2) parts. In part 
one, respondents were shown three copies of print 
advertisement including golfer celebrity endorsement on
each advertisement: Ernie Else with Titleist Brand; Tiger
Woods with Nike Golf Brand; and Vijay Singh with Cleveland 
Golf Brand. Afterward, respondents were asked to evaluate
those advertisements for amount of information received
from the advertisements, how relevant the information in
the advertisements was to the buying decisions, and what
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their overall attitude was towards these advertisements.
Questions were divided into three golf brands and measured 
by using a five point Likert scale ranging from the least 
positive (1) to the most positive (5). For example, item 
scales such as (1) not credible - (5) very credible, (1) 
useless - (5) meaningful, and (1) ineffective - (5)
effective were included. Statements used were taken and
adapted from the study of product differentiation and 
celebrity endorsement by Busier (2 0 02) .
In part two, respondents were requested to view the
same three advertisements and asked to evaluate the golfer
celebrity on each advertisement. Questions were separated 
into three celebrity endorsements with each golf brand 
such as Ernie Else with Titleist Brand, Vijay Singh with 
Cleveland Brand, and Tiger Wood with Nike Golf Brand
consecutively. Statements used were taken and adapted from 
the study of product differentiation and celebrity 
endorsement by Busier (2002) . A five point Likert scale 
ranging from the least positive (1) to the most positive 
(5) was used. As an example, item scales such as (1) 
untrustworthy - (5) trustworthy, (1) unreliable - (5) 
reliable, (1) inexperienced - (5) experienced, and (1)
unskilled - (5) skilled were included.
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In the last section of the questionnaire, the 
participants were asked about demographic information of 
such as gender, age range, occupation, and approximate
household income.
Data Analysis Procedures 
After collecting all returned and completed
questionnaires, the data were entered into the Statistical 
Program of Social Science (SPSS). SPSS is a software
package used for conducting statistical analyses,
manipulating data, and generating tables and graphs that 
summarize data. Statistical analyses range from basic 
descriptive statistics, such as averages and frequencies,
to advanced inferential statistics, such as regression 
models, analysis of variance, and factor analysis. SPSS 
also contains several tools for manipulating data, 
including functions for recoding data and computing new 
variables as well as merging and aggregating datasets.
SPSS also has a number of ways to summarize and display 





Chapter Four presents the results from the study. All
questionnaire data were collected and analyzed by
Statistical Package for Social Sciences (SPSS).
Table 2 shows the demographic characteristics of the
200 participants (200 useful questionnaires) with 76 
percent of respondents being male and 24 percent female. 
Fifty (50) percent of participants were people in the San 
Bernardino areas of the United States, and 50 percent of 
the participants were from Thailand. The 25-34 years of 
age (35 percent) was the largest group followed by the 35-
44 years of age (26.5 percent) and the 44 years and above 
group (19.5 percent) respectively. The three largest 
groups by occupation were student/school (17.5 percent), 
sales/marketing/advertising (15 percent), and computer 
related (13 percent). According to household income, the 
range of $15,000-$24,999 was the largest group of 
respondents.
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44 years and over 39 19.5
Residence
San Bernardino, USA Areas 100 50.0
Bangkok, Thailand Areas 100 50.0
Occupation
Accounting/ Finance 24 12.0
Computer Related 26 13.0
Engineering 16 8.0
Executive/ Senior Management 18 9.0
Government 5 2.5
Profes sor 11 5.5
Retired 3 1.5
Sales/ Marketing/ Advertising 30 15.0
Student/ School 35 17.5
Unemployed/ Between Job 14 7.0
Other 18 9.0
Household Income








As shown in Table 3, participants were asked eight 
questions related to their lifestyle, golf background and 
routine. The major group of participants (28 percent) has 
been playing golf for 4-6 years and their, self-rated golf 
performance was beginner (43.5 percent) and intermediate 
(40 percent).
The participants indicated that more than half of 
them responded to friends (74 percent) and to leisure time 
(54 percent) as their main factors that lead them to start 
playing golf. Emulation of celebrities (36 percent) was 
another important factor encouraging golf participation. 
Titleist (42.5 percent) and Callaway (38.5 percent) were 
the two major brands of golf equipments owned by
respondents. How much golfing time did respondents report? 
Almost forty percent (39.5) answered that they spent 15-21 
times at the driving range per month and fifty-eight (58) 
percent responded that they spent 1-3 times at the golf 
course per month. Furthermore, golf digest publication (54 
percent) was read more than other publications.
Furthermore, the participants spent around $301-$500 on 
purchasing golf equipments this year.
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Table 3. Statistic of Lifestyle about Playing Golf
Variable Frequency Percent
Year of Playinq Golf
Less than 1 yr 17 8.5
1-3 yrs 51 25.5
4-6 yrs 56 28.0
7-9 yrs 43 21.5





Factors lead to play golf
Parents 50 25.0
Own Determination 90 45.0
Discipline or Learning 57 28.5
Leisure Time 108 54.0
Friends 148 74.0
Golf Media 53 26.5
Coach Recommendation 42 27.5
Celebrity 72 36.0
Others 36 18.0













Spending Time at Driving Range per Month
1-7 times 31 15.5
8-14times 70 35.0
15-21times 79 39.5
Above 21 times 20 10.0




Above 9 times 12 6.0
Golf Publications
Golf Digest 108 54.0
Golf Week 68 34.0
Golf World 65 32.5
Golf Magazine 76 38.0
Golf Women 48 24.0
Others 58 29.0
Spendinq Money on Golf Equipment this Year







Above $2,000 4 2.0
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As shown in Table 4, there were 13 questions related 
to the attitude about golfer celebrity endorsements.
Question 1 to question 4 inquired about the golfer 
celebrity's attitude which leads the respondents to watch 
golf channel, read golf magazine, and/or discuss about 
golf. The results from question 1-4 showed most
respondents would "agree" (mean=3.48, 3.85, 3.83, and 
3.78) that they watch golf channel, read golf magazine, 
and/or discuss about golf gave them the opportunity to 
know more about their golfer celebrity, made them feel 
good when their golfer celebrity wins, made them get 
"pumped up" when they were watching their golfer 
celebrity. However, in question 5; the result showed that 
golfer celebrity was not one of the main reasons to 
inspire participants to start playing golf. Thus, most 
respondents were "neutral or unsure" (mean=3.39) about 
this attitude. This neutral response was similar to Table 
4.2 which confirmed that friend's factor (36 percent) was 
not a primary influence to start playing golf, as it was
ranked fourth among other factors.
From question 6 to 8, the questionnaire sought 
respondents' attitude about advertisement and golfer 
celebrity. The results showed that the advertisement with 
golfer celebrity played an important role with
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respondents' attitude. Since most respondents would 
"agree" (mean=3.91, 4.04, and 3.94) that the advertisement 
with golfer celebrity motivated them to feel good about 
the brand, to trust in the product quality, and to turn
their attention towards purchasing any golf products. 
According to question 9-11, participants were asked their 
attitudes regarding golfer celebrity toward golf products,
brands, and purchasing intension. The results were
similar. In question 9, the respondents "agreed"
(mean=3.55) that they felt confidence to play golf with 
the same equipments as many golfer celebrities have. In 
question 10, they "agreed" (mean=3.65) that the golf 
tournament with golfer celebrity aroused their attention 
toward golf equipments and brands. Also question 11, they 
"agreed" (mean=3.76) that golfer celebrity aroused their 
interest in purchasing golf equipments. Question 12 and 13 
were related to participants' attitudes toward the golfer
celebrity and advertisement. The results from these 
questions were quite similar; the respondents "agreed" 
(mean=4.33) that golfer celebrity was useful strategy to
endorse the attitude about golf brand and quality. In 
question 12, moreover, they "strongly agreed" (mean=4.40) 
that golf celebrity endorsement was a useful strategy to 
promote any golf advertisement.
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Table 4. Statistic of Attitude toward Golfer Celebrity
N
Mean* Med. Std.Dv.Valid Missing
1. One of the main reasons that
I watch golf channel, read golf 
magazine, and/or discuss about 
golf is that doing so gives me 
the opportun ity to know more 
about the golfer celebrity.
200 0 3.48 4.00 1.138
2. One of the main reasons that
I watch golf channel, read golf 
magazine, and/or discuss about 
golf is that doing so makes me 
feel good when the golfer 
celebrity wins.
200 0 3.85 4.00 .976
3. One of the main reasons tha t
X watch golf channel, read golf 
magazine, and/or discuss about 
golf is that I get pumped up 
when I am watching the golfer 
celebrity.
200 0 3.83 4.00 .993
4. I think the golfer celebrity 
is one of the main reasons to 
motivate me to watch golf 
channel, read golf magazine, 
and/or discuss about golf.
200 0 3.78 4.00 1.018
5. Golfer celebrity is one of 
the main reasons to inspire me 
to start playing golf.
200 0 3.39 3.00 1.160
6. I think the advertisement 
with golfer celebrity motivate s 
me to feel good about the brand,
200 0 3.91 4.00 1.064
7. I think the advertisement 
with golfer celebrity motivate s 
me to trust in the product 
quality.
200 0 4.04 4.00 .918
8. I think the advertisement 
with golfer celebrity always 
catches my attention of 
purchasing any golf products.
200 0 3.94 4.00 1.078
9. I feel confidence to play 
golf with the same equipments as 
many golfer celebrities have.
200 0 3.55 4.00 .912
10. I think the golf tournament with 
golfer celebrity motivates my attent 
of golf equipments and brands.
200 0 3.65 4.00 .807
11. I think the golf tournament with 
golfer celebrity motivates my decisi 
on purchasing any golf equipments.
200 0 3.76 4.00 .963
12. I think the golfer celebrity is 
useful strategy to promote any golf 
brands and their quality.
200 0 4.33 4.00 .789
13. I think the golfer celebri ty is 
useful strategy to promote any golf 
advertisement.
200 0 4.40 5.00 .827
* l=strongly disagree; 2=disagree; 3=neutral or unsure; 4=agree; 
5=strongly agree
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Table 5 shows the results collected after
participants had been viewing three advertisements which
were Titleist Brand, Noke Golf Brand, and Cleveland Golf 
Brand. The questionnaire sought participants' attitude 
toward these advertisements with their golfer celebrity
endorsements.
The result from Titleist's advertisement with
Ernie Els showed that participants' attitudes had the 
strongest credibility for this advertisement. As a result, 
fifty five percent felt that the advertisement with 
celebrity was credible (mean=4.36) and fifty four percent
also felt "believable" (mean=4.35) in this advertisement.
The result from Nike Golf's advertisement with Tiger 
Woods appeared that participants' attitudes were somewhat 
less credible about this advertisement. Fifty-two percent
felt that the advertisement with celebrity was somewhat 
credible (mean=4.06) and sixth point five percent felt
somewhat believable (mean=3.99) in this advertisement.
The result from Cleveland Golf's advertisement with
Vijay Singh showed that participants' attitudes appeared 
to have credibility for this advertisement. Forty-nine 
point five percent felt that the advertisement with 
celebrity was somewhat credible (mean=4.14) and fifty
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point five percent felt somewhat believable (mean=4.09)
about this advertisement.











Mean*1 4.36 Mean*2 4.35
Median 5.00 Median 5.00



















Mean*1 4.14 Mean*2 4.09
Median 4.00 Median 5.00
Std. Deviation . 872 Std. Deviation . 909
*1 l=not credible; 2=somewhat incredible;
3=neither incredible nor credible; 4=somewhat credible; 5=credible
*2 l=not believable; 2=somewhat unbelievable;
3=neither unbelievable nor believable; 4=somewhat believable; 
5=believable
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Overall, the result from Titleist's advertisement
showed forty-eight point five percent (mean=4.39), forty 
seven point five percent (mean=4.12), and fifty four 
percent (mean=4.44) thought that the advertisement was 
somewhat relevant, somewhat important, and useful
advertisement.
Similarly, the result from Nike Golf's advertisement
showed forty-three percent (mean= 3.53), forty-five 
percent (mean=3.81), and forty-four point five percent 
(mean=3.71) thought the advertisement was somewhat
relevant, important, and useful advertisement.
Finally, the result from Cleveland Golf's advertisement, 
fifty-eight percent (mean=3 i. 80) , fifty-three percent 
(mean=3.82), and fifty percent (mean=3.93) thought the 
advertisement was somewhat relevant, important, and useful
advertisement.
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*1 l=not relevant; 2=somewhat irrelevant;
3=neither irrelevant nor relevant; 4=somewhat relevant; 
5=relevant
*2 l=not important; 2=somewhat unimportant;
3=neither unimportant nor important; 4=somewhat important;
5=important
*3 l=useless; 2=somewhat useless; 3=neither useless nor useful; 
4=somewhat useful; 5=useful
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According to overall attitude toward Titleist brand, 
the respondents rated an effective (mean=4.38) and 
interesting (mean=4.49) as the most positive attitude
toward Titleist brand. For Nike Golf brand, the
respondents rated that it was an effective (mean 4.39)
brand on their attitude. For Cleveland Golf brand, the
respondents rated this brand as somewhat effective
(mean=4.31) brand for them.
Table 7. Advertisement Evaluation
Overall Attitudes toward Brands
Brands Mean Median Standard Dev.
Titleist*1 4.38 5.00 . 823
Titleist*2 4.28 4.00 . 803
Titleist*3 4.49 5.00 . 763
Nike Golf*1 4.39 5.00 .819
Nike Golf*2 4.26 4.00 . 797
Nike Golf*3 4.21 4.00 . 905
Cleveland Golf*1 4.31 - ■ 4.00 .801
Cleveland Golf*2 3.62 4.00 .987
Cleveland Golf*3 3.89 4.00 .941
*1 l=ineffective; 2=somewhat ineffective; 3=neither ineffective nor 
effective; 4=somewhat effective; 5=Effective
*2 l=uninformative; 2=somewhat uninformative; 3=neither uninformative nor 
informative; 4=somewhat informative; 5=informa tive
*3 l=uninteresting; 2=somewhat uninteresting; 3=neither uninteresting nor 
interesting; 4=somewhat interesting; 5=interesting
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Regarding Ernie Els with Titleist brand, the 
respondents rated that he was trustworthy (mean=4.16), 
experienced (mean=4.48), and skilled (mean=4.30) as the 
most positive attitude toward golfer celebrity and brand 
Regarding Tiger Woods with Nike Golf brand, the 
respondents rated that he was an expert (mean=4.27) and 
skilled (mean=4.36) as the most positive attitude toward 
golfer celebrity and brand. Regarding Vijay Singh with 
Cleveland Golf brand, the respondents rated that he was 
experienced (mean=4.51) and skilled (mean=4.42) as the 
most positive attitude toward golfer celebrity and brand 
Overall, Ernie Els, Tiger Woods, and Vijay Singh were 
rated from the respondents as the most skilled
(median=5.00).
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Table 8. Golfer Celebrities Evaluation












4.16 .851 3.99 .895 .432 .831 4.38 .786 4.30 .814
Median 5.00 Median 4 . 00 Median 4.00 Median 5.00 Median 5.00


























Median 4.00 Median 4.00 Median 5.00 Median 4.00 Median 5.00












4.21 .843 4.38 .889 4.41 .897 4.51 .759 4.42 .773
Median 4.00 Median 4.00 Median 4.00 Median 5.00 Median 5.00
*1 l=untrustworthy; 2=somewhat untrustworthy; 3=neither untrustworthy nor 
trustworthy; 4=somewhat trustworthy; 5=trustworthy
*2 l=unreliable; 2=somewhat unreliable; 3=neither unreliable nor reliable; 
4=somewhat reliable; 5=reliable
*3 l=not an expert; 2=somewhat not an expert; 3=neither not an expert nor an 
expert; 4=somewhat an expert; 5=an expert
*4 l=inexperienced; 2 = somewhat inexperienced; 3=neither’inexperienced nor 
experienced; 4=somewhat experienced; 5=experienced
*5 l=unskilled; 2=somewhat unskilled; 3=neither unskilled nor skilled; 
4=somewhat skilled; 5=skilled
Shown in Table 9, the questionnaire sought 
respondents' attitude toward purchasing intension of golf 
equipments. The results showed that Titleist Ad
(mean=4.57) was reported the most by respondents, while 
Cleveland Golf Ad (mean=4.31) and Nike Golf Ad (mean=4.16)
were somewhat less.
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Table 9. Mean Score of Purchasing Intension and Brand
Purchasing Intension on Golf Equipments
Mean* StandardDeviation
Titleist Ad 4.57 .768
Nike Golf Ad 4.16 . 942
Cleveland Golf Ad 4.31 .911
* l=strongly disagree; 2=disagree; 3=neutral or unsure; 4=agree; 
5=strongly agree
Shown in Table 10, the respondents rated attitude
toward endorser and ad from Titleist brand as the most
attractive (mean=4.36) and effective (mean=4.31) among 
other ads. Whereas Nike golf ad was rated as somewhat
attractive (mean= 4.21) and somewhat effective (man=4.18),
also, Cleveland Golf ad was rated as somewhat attractive
(mean=4.25) and somewhat effective (mean=4.20).
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Titleist Ad
Table 10. Overall Attitude toward Endorser and Ad
Mean*1 4.36 Mean*2 4.31
Standard Standard
Deviation . 885 Deviation .915
Nike GolLf Ad
Mean*1 4.21 Mean*2 4.18
Standard Standard
Deviation . 896 Deviation . 928
Cleveland Golf Ad
Mean*1 4.25 Mean*2 4.20
Standard Standard
Deviation . 899 Deviation . 904
*x l=unattractive; 2=somewhat unattractive; 3=neither unattractive nor 
attractive; 4=somewhat attractive; 5=attractive
*2 l=ineffective; 2=somewhat ineffective; 3=neither ineffective nor 





Chapter Five presents the effect of advertising cue, 
golfer celebrity endorsement, on consumer perception of 
advertisement in terms of attitude toward brand, purchase
intention.
Conclusions
The purpose of this study was to investigate the 
effects of golfer celebrity endorsements on consumer
perception of the advertisement in term of attitude toward 
brand and purchase intension. The overall results are 
noteworthy that subjects were more likely to have positive 
attitude toward brand and purchase intention when the 
advertisement included golfer celebrity endorsements.
Therefore, 200 questionnaires have been conducted in
order to obtain the primary data. Series of questionnaire 
were designed to investigate people who are playing golf
and their attitude toward the advertisement and brand. The
majority of respondents were male at the age ranges 
between 25-34 years old. Respondents were approximately 
equally divided between living in San Bernardino areas and 
in Bangkok, Thailand. Further, nearly half of respondents
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were the beginners who have been playing golf around 4-7 
years. About thirty six percent of respondents answered 
that the golfer celebrity inspired them to play golf.
Based on the source credibility model, there are two 
dimensions to credibility, expertise and trustworthiness. 
The most reliable effects found in the previous research 
is that expert and trustworthy sources are more persuasive 
than the sources that are seen as having less expertise 
and trustworthiness (McGuire, 1969). Along with the 
questionnaire about credibility attitudes, the golfer 
celebrity endorsements; Ernie Els, Tiger Woods, and Vijay 
Singh, were recognized as relatively high credibility and 
believable attitude when respondents have been viewing 
example of advertisements.
Regarding the source attractiveness model, which 
includes likeability and similarity, there are the two 
source characteristics marketers seek when choosing an 
endorser for their advertising. For example, Tiger Woods 
is an endorser for Nike Golf Company because his 
characteristics such as interests and lifestyles about 
playing golf could be able to furnish a sense of 
similarity with Nile Golf's customers. Additionally, well- 
known golfer celebrities were found to be an effective
factor that influenced consumers' attitudes toward brand
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and purchase intention. As a result, approximately sixty 
five percent of respondents rated attitude toward endorser 
and ad from Titleist, Nike Golf, and Cleveland Golf brand
affect their purchasing intension of golf equipments.
In addition, the importance of using celebrity 
endorsement was shown in a study by Ohanian (1991) 
suggests that celebrity endorsers are most effective when 
they are knowledgeable, experienced, and qualified to talk 
about the product they are endorsing. According to the
result from advertisement evaluations indicated about
sixty percent from all respondents' attitudes were
appeared the positive feeling. For instance, they agreed 
that the advertisements included with golfer celebrities; 
Ernie Els, Tiger Woods, and Vijay Singh, were relevant, 
important, and useful. Moreover, these results were
related to the evaluations about the attitude toward brand
and purchasing intension; around sixty-five percent from 
all respondents agreed that golfer celebrity stimulated 
their purchasing intention on golf equipments.
Results could be concluded that there was a relation
between attractiveness from golfer celebrities and golf 
products. Respondents automatically accept the product 
endorsed by these golfer celebrities with high level of 
attractiveness and purchasing intention.
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Implications for Management
The overall purpose of this thesis was to gain the 
better understanding of how golfer celebrities are used as 
endorsers in advertisement by answering the specific
research question stated in chapter one.
The most important golfer celebrity attribute for 
this thesis is expertise, followed by trustworthiness and 
likeability. Therefore, the selection of a specific 
celebrity as endorser should base on the product. The 
celebrity must match the product. In this thesis, all golf 
product companies use the professional golfers, who were 
well known in the sport societies, who believed in the 
product, and who were considered trustworthy.
Secondly, the target audience involvement in the 
purchasing situation could also be taken into
consideration. Some of the segments from this study, like 
for example 25-34 year old men, are more involved in the 
purchase of golf equipments and products than others. For 
this segment, it might be more appropriate to use a golfer
celebrity that for example is perceived as an expert in 
the field of trustworthy and reliable requirements.
Finally, the use of golfer celebrity endorsers in
advertisement is not without risk, such as the risk of
negative publicity and performance. Therefore, the company
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can reduce some of the risk mentioned above by carefully 
screening endorsers before signing contracts. Discussion 
with the celebrity or exploratory research of the 
celebrity's lifestyle and behavior can be conducted to 





The questions in the survey ask you about what factors influence you to start playing golf and how 
these factors effect on your attitude toward.the advertisement and the brand. Read the following 
statements and the place a number from 1 to 5 in the space provided. There is no right or wrong 
answers. Your participation will assist me in the completion of my Master of Business Administration 
Thesis at California State University, San Bernardino.
Section I: Please read the statements carefully and circle the response that most closely represents 
your opinion.
Strongly Disagree Disagree Neutral or Unsure Agree Strongly Agree
1 2 3 4 5
1. One of the main reasons that I watch golf channel, read golf magazine, and/or discuss about golf is 
that doing so gives me the opportunity to know more about the golfer celebrity.
Strongly Disagree Strongly Agree
1 2 3 4 5
2. One of the main reasons that I watch golf channel, read golf magazine, and/or discuss about golf is 
that doing so makes me feel good when the golfer celebrity wins.
Strongly Disagree Strongly Agree
1 2 3 4 5
3. One of the main reasons that I watch golf channel, read golf magazine, and/or discuss about golf is 
that I get pumped up when I am watching the golfer celebrity.
Strongly Disagree Strongly Agree
1 2 3 4 5
4.1 think the golfer celebrity is one of the main reasons to motivate me to watch golf channel, read golf 
magazine, and/or discuss about golf.
Strongly Disagree Strongly Agree
1 2 3 4 5
5. Golfer celebrity is one of the main reasons to inspire me to start playing golf.
Strongly Disagree Strongly Agree
1 2 3 4 5
6.1 think the advertisement with golfer celebrity motivates me to feel good about the brand.
Strongly Disagree Strongly Agree
1 2 3 4 5
7.1 think the advertisement with golfer celebrity motivates me to trust in the product quality.
Strongly Disagree Strong Agree
1 2 3 4 5
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8.1 think the advertisement with golfer celebrity always catches my attention of purchasing any golf 
products.
Strongly Disagree Strongly Agree
1 2 3 4 5
9.1 feel confidence to play golf with the same equipments as many golfer celebrities have.
Strongly Disagree Strongly Agree
1 2 3 4 5
10.1 think the golf tournament with golfer celebrity motivates my attention of golf equipments and brands.
Strongly Disagree Strongly Agree
1 2 3 4 5
11.1 think the golf tournament with golfer celebrity motivates my decision on purchasing any golf equipmei
Strongly Disagree Strongly Agree
1 2 3 4 5
12.1 think the golfer celebrity is useful strategy to promote any golf brands and their quality.
Strongly Disagree Strongly Agree
1 2 3 4 5
13.1 think the golfer celebrity is useful strategy to promote any golf advertisement.
Strongly Disagree Strongly Agree
1 2 3 4 5
Section II: Please answer questions below:
14. How many years have you been playing golf?
___Less than 1 year ___1-3 years
___4-6 years ___7-9 years
___10 years and above
15. How would you describe your golf performance?
___Beginner ___ Intermediate ___ Advanced
16. What factors lead you to start playing golf? (can check more than one)
___Parents ___Own Determination
___Discipline for Learning ___ Leisure Time
___Friends ___Golf Media (magazine, television, or internet)
___Coach Recommendation ___ Celebrity Endorsers (Tiger Woods or etc.)
Others
59
14. What brands of golf clubs do you recently own? (can check more than one)
___Callaway ___ Taylormade ___ Titleist
___Adams ___ Mizuno  Wilson
___Cleveland ___ Ping , ___Hogen
___Cobra ___ Nike  Others





16. How often do you play at the golf course per month?
___1-3 times ___4-6 times
___7-9 times ___Above 9 times
17. Which golf publications do you read? (can check more than one)
___Golf Digest ___ Golf Week ___Golf World
___Golf Magazine ___ Golf Women ___ Others
18. How much did you spend on purchasing golf equipments this year?




Section HI: You will be shown the copy of print advertisements and asked several questions. Your careful 
thought will ensure that the results of this study and survey will be meaningful.
Ernie Els with Titleist® Tiger Woods with Nike Golf®
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Vijay Singh with Cleveland Golf®
Evaluation of Advertisements
Please circle the number that bests corresponds to your evaluation of the ad - the higher the number the mori 
positive your evaluation.
22. Concerning the credibility of the information received from the ads above, I think:
The Titleist Brand is: Not credible
1 2 3 4
Very credible 
5
The Titleist Brand is: Not believable Believable
1 2 3 4 5
The Nike Golf Brand is: Not credible Very credible
1 2 3 4 5
The Nike Golf Brand is: Not believable Believable
1 2 3 4 5
The Cleveland Golf Brand is: Not credible Very credible
1 2 3 4 5
The Cleveland Golf Brand is: Not believable Believable
1 2 3 4 5
23. Concerning how relevant the information in the ad would be to my buying decision, I think it is:
The Titleist Brand is: Not Relevant
1 2 3 4
Relevant
5
The Titleist Brand is: Not Important
1 2 3 4
Important
5
The Titleist Brand is: Useless
1 2 3 4
Useful
5
The Nike Golf Brand is: Not Relevant
1 2 3 4
Relevant
5
The Nike Golf Brand is: Not Important
1 2 3 4
Important
5
The Nike Golf Brand is: Useless
1 2 3 4
Useful
5
The Cleveland Golf Brand is: Not Relevant




The Cleveland Golf Brand is: Not Important Important
1 2 3 4 5
The Cleveland Golf Brand is: Useless Useful
1 2 3 4 5
24. Overall, I thought these ads were:
The Titleist Brand is: Ineffective Effective
1 2 3 4 5
The Titleist Brand is: Uninformative Informative
1 2 3 4 5
The Titleist Brand is: Uninteresting Meaningful
1 2 3 4 5
The Nike Golf Brand is: Ineffective Effective
1 2 3 4 5
The Nike Golf Brand is: Uninformative Informative
1 2 3 4 5
The Nike Golf Brand is: Uninteresting Meaningful
1 2 3 4 5
The Cleveland Golf Brand is: Ineffective Effective
1 2 3 4 5
The Cleveland Golf Brand is: Uninformative Informative
1 2 3 4 5
The Cleveland Golf Brand is: Uninteresting Meaningful
1 2 3 4 5
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In this section please circle the number that bests corresponds with your evaluation of these golfer celebritie 
higher the number, the more positive the response.
Ernie Els with Titleist® Tiger Woods with Nike Golf®
L. .
Vijay Singh with Clev eland Golf®
u- — - J
25.1 think Ernie Els with Titleist Brand is:
Untrustworthy




















I think Tiger Woods with Nike Golf Brand is:
Untrustworthy Trustworthy
1 2 3 4 5
Unreliable Reliable
1 2 3 4 5
Not an expert Expert
1 2 3 4 5
Inexperienced Experienced
1 2 3 4 5
Unskilled Skilled
1 2 3 4 5
I think Vijay Singh with Cleveland Golf Brand is:
Untrustworthy Trustworthy
1 2 3 4 5
Unreliable Reliable
1 2 3 4 5
Not an expert Expert
1 2 3 4 5
Inexperienced Experienced
1 2 3 4 5
Unskilled Skilled
1 2 3 4 5
28. Titleist Ad with an endorser stimulates my purchasing intension on golf equipments.
Strongly Disagree Strong Agree
51 2 3 4
Nike Golf Ad with an endorser stimulates my purchasing intension on golf equipments.
Strongly Disagree
1 2 3 4
Strong Agree
5
Cleveland Golf Ad with an endorser stimulates my purchasing intension on golf equipments.
Strongly Disagree




Ernie Els with Titleist® Tiger Woods with Nike Golf®
Vijay Singh with Cleveland Golf®
29. Over all, as an endorser for Titleist Ad I think this ad is:
Unattractive




1 2 3 4 5






1 2 3 4 5
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Over all, as an endorser for Cleveland Golf Ad I think this ad is:
Unattractive Attractive
1 2 3 4 5
Ineffective Effective
12 3 4





















Sales/ Marketing/ Advertising 
Student/School 
Unemployed/ Between Job 
Other
$10,000-$14,999 
$25,000 - $49,999 
$75,000 - $99,999
Thank you for your time
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